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The  above  is  arbitrary  and  not  in  priority,  there  are  obviously  items  to 
add,  delete,  or  modify.   I  don't  have  the  instinct  to  shape  the  above 
around  the  wais  point  of  view. 


WAIS  provides  the  solution  toady  -  liow  does  wais  respond  to  tlie  above  and  where  it 
doesn't  what  is  it  planning  for  the  future?  ?  ? 

(should  show  screens  -  highlighting  WAIS  is  in  background  of  all;  don't  know  if  anyone 
knows  that  WAIS  is  in  everything.  Also,  emphasize  more  than  search.  What  is  major 
claim  that  WAIS  can  make  that  others  can't  and  how  will  that  continue  to  grow  and  be 
important) 


I  generally  use  current  media  as  material  so  much  of  what  is  hear  is  past  stuff.  In 
today's  USA  Today  there  is  an  article  re:  PC  sales.  Even  though  it  focuses  on  home 
computer  it  shows  13  million  computers  shipped  in  first  9  months  of  1994  and  hopes 
that  4th  quarter  will  set  record.  Compaq  has  $2.3  billion  in  inventory  stacked  up  to  sell. 
Regardless  if  these  land  in  the  home  or  the  office  they  will  largely  carry  the  seeds  to 
on-line  services  bundled,  and  the  beginning  of  internet  connections  either  through  on- 
line connections  or  free-standing  internet.  I  would  say  that  that  means  there  are  more 
new  opportunities  in  this  quarter's  sales  than  there  are  current  on-line  users  - 
exclusive  of  internet  users  (which  i  don't  know  the  number  but  i  don't  believe  it  is  as 
high  as  currently  stated)  Having  said  that  I  believe  that  1995  will  be  the  defining 
period  fueled  to  a  large  degree  by  the  entrance  of  Microsoft.  This  is  creating  a  frenzy 
fueling  content  people's  desire  to  get  on-line  asap.  This  may  run  contrary  to  wais 
experience  with  DJ  or  others,  buy  they  are  "in  the  business"  and  have  a  vested  interest 
to  protect.  (I  happen  to  believe  that  is  the  wrong  position  to  take  but  it  is 
understandable  -  they  will  stand  on  the  base  that  quality  of  information  is  important, 
that  people  have  paid  high  prices  for  the  content,  and  their  reputation  will  control  the 
area  of  the  market  where  they  are  recognized)  Rather  than  build  a  business  entirely 
on  serving  this  area  it  is  probably  better  to  provide  opportunities  for  new  content 
suppliers.  Remember  CNN  has  more  news  bureaus  overseas  that  TV  networks, 
Bloomberg  has  more  news  bureaus  that  DJ  and  neither  existed  importantly  10  years 
years  ago.   the  other  loose  cannon  in  publishing  is  the  entire  world  of  advertising, 
direct  mail,  transaction  revenues  from  new  services  such  as  ticket  selling,  banking,  etc. 
will  provide  money  to  subsidize  the  cost  of  content.  American  Express,  a  large 
advertiser,  is  demanding  free  content  from  Conde  Nast's  Travel  magazine  to  provide 
editorial  content  to  an  online  service  AmEx  is  planning.  For  this  they  will  continue  to 
advertise  in  the  magazine,  (this  is  not  verifiable;  but  only  an  indication  of  what 
pressures  are  being  used  to  get  content  into  the  marketplace.  If  Fidelity,  DJ  larger 
advertiser,  went  to  DJ  and  made  the  same  demand  what  would  DJ  do?  Even  if  they 
say  no,  it  ratchets  up  the  pressure  on  publishers  trying  to  defend  themselves. 

Now  what  does  this  mean  to  wais  and  why  is  wais  important  in  taking  advantage  of 


this  picture? 

I  have  more  stuff  at  santa  fe  which  i  will  ruminate  through  and  will  suppliment  this  by 
Friday.   I  will  also  read  this  and  let  you  know  if  I  put  stuff  down  that  I  would  change. 

Hope  this  helps. 

Bill 


Dear  Brewster: 


I  will  work  on  this  some  more.  Some  of  the  numbers  are  in  Santa  Fe  and  I  am  also 
rusty,  and  not  in  your  context.  This  is  not  exactly  what  we  discussed  in  the  car 
because  I  can't  directly  remember  The  process  is  largely  inductive  and  has  always 
grabbed  at  current  events  to  build  a  picture  from  which  to  respond.  It  is  a  technique 
which  Megatrends  used  in  trying  to  define  what  is  happening  by  checking  all  media, 
and  then  trying  to  propose  future  directions.  This  is  somewhat  opposed  to  the  building 
block  approach  using  deduction  to  point  the  way  I  guess  induction  is  more  a  pull; 
deduction  a  push,  your  explanation  of  KPMG  is  probably  more  of  an  inductive  way;  by 
having  to  define  a  current  situation  and  what  you  propose  to  solve  your  defined 
problem  you  have  made  a  top  down  view. 

Bob  indicated  maybe  a  top  down  approach  may  improve  the  sell  and  we  talked  about 
Lori  having  a  marketing  view  to  give  which  explained  the  market  place  today  and  how 
WAIS  is  going  to  change  it  in  the  future.  We  would  try  to  go  as  long  as  we  can  before 
we  get  too  specific  about  how  WAIS  technology  comes  into  play  This  may  be  a 
keynote  kind  of  approach  for  the  Internet  group. 

-^1  f~  While  we  are  all  talking  about  the  opportunities  of  the  future,  today  is  occurring.  While 
/         we  are  all  awaiting  the  next  breakthrough  application,  today  is  occurring.  While  we 
I      are  all  "strategizing"  new  relationships  to  carry  us  to  the  end  of  the  century  today  is 
occurring.  Today  is  a  nuisance;  today  is  a  pain.  Tomorrow  is  the  promise;  the  solution. 
This  is  the  view  of  the  person  providing  the  service  and  for  a  long  time  it  prevailed. 
Now  the  power  has  shifted  to  the  consumer  of  the  service  and  what  a  difference  it  has 
made.  The  consumer  is  saying  today  is  the  problem;  hang  the  future.  Or  at  least  lets 
get  improvement  faster.  The  problem  of  today  is  complexity,  confusion  anch 
<ii^s^mn.   Complexity  created  by  technician^who  have  little  concern  for 
ease  of  use;  confusion  created  by  differing  views  which  are  part  of  the 
problem.    Software  programs  are  given  away  free  instead  of  being  sold  at  a 
premium.  Hardware  prices  are  dropping  to  the  point  consumers  are  purchasing 
powerful  computers  for  the  home.  CD-Rom  drives  are  in  70%  of  the  new  computers 
and  the  fledging  CD  content  producers  are  driven  to  take  a  $1  per  copy  to  bundle  their 
product.  Consumers  are  being  shown  catalogs,  games,  and  other  items  in  moving 
color  with  the  opportunity  to  buy  items.  Advertisers  and  their  agencies  are  beginning 
to  experiment  with  ads  on  on-line  services.  Publishers,  some  traditional,  and  some 
new,  are  creating  new  information  products  at  a  rapid  pace.  Customers  have  driven 
the  number  of  e-mail  messages  off  the  charts.  Business  people  are  using  their  local 
and  wide  area  networks  to  a  degree  unknown  a  few  years  ago;  and  the  use  is  not  only 
for  data-some  are  receiving  voice  and  television  pictures  on  their  computers.  And  on 
top  of  all  this  activity  the  Internet  emerges  as  the  "hot"  area  to  be  in.  The  net  result  of 
all  this  activity  is  an  enormous  increase  in  the  volume  of  content  and  a  degree  of 
choice  on  the  plate  of  a  consumer  who  can't  spend  anymore  time  and  wants  life 
simpler.  Little  by  little  the  consumer  is  winning.  And  it  is  not  necessarily  the  current 
consumers  who  are  leading  the  battle.  The  new  consumers  have  more  to  say  than 
they  know.  They  didn't  buy  a  computer  until  it  was  loaded  and  ready  to  go;  they  didn't 


use  it  until  it  functioned  by  pushing  a  button;  they  didn't  subscribe  to  on  line  services 
until  they  could  afford  them;  they  didn't  buy  CD's  for  $100  per  disk.  They  have  done  as 
much  to  change  the  shape  of  the  future  by  their  actions  of  today  than  anyone.  And 
what  is  more  important  they  have  hardly  begun  to  buy  As  the  new  users  begin  to 
explore  the  volume  of  information  becoming  available  they  will  act  the  same  in  their 
demands.  They  will  want  to  find  information  in  a  variety  of  ways  without  expending  a 
large  amount  of  time  and  money  They  will  probably  want  to  be  served  what  they  want, 
when  they  want  it,  without  a  lot  of  effort.  When  they  experience  not  being  able  to  find 
what  they  are  looking  for  they  will  not  waste  time;  they  will  change  services,  the  same 
success  experienced  by  the  ease  of  use  computer  will  translate  rapidly  to  ease  of  find. 
Those  who  cant'  organize  the  information  to  meet  the  ease  of  find  will  not  last.  And  the 
greatest  challenge  is  that  the  customer  sets  the  context,  not  the  supplier  Easy  to  find 
will  be  a  major  test;  far  more  complicated  that  ease  of  use,  but  the  customer  will  be 
relentless  in  determining  the  winners  since  they  are  spending  precious  time.  Those 
suppliers  who  feel  that  Boolean  will  sweep  the  consumer  are  the  same  that  champion 
a  more  efficient  keyboard  layout.  Those  who  feel  that  hyperlinks  will  do  it  all  will  be  as 
successful  as  promoters  of  Esperante.  Those  who  feel  that  merely  finding  content 
when  asked  and  stopping  there  will  lose  out  to  those  who  continue  with  active  agents 
sorting  through  metadata. 

The  experience  we  have  gained  shows  customers  want: 

content  from  a  variety  of  sources  -  in  fact,  they  want  answers  to  their  questions  just  like 
buyers  of  electric  drill  want  holes,  not  drills.) 

natural  language  questions  are  the  way  people  think  -  naturally 

giving  a  priority  value  to  content  is  better  than  merely  listing,  this  is  an  absolute  when 
information  quantity  reaches  any  significant  size. 

providing  an  opportunity  to  get  "more  like"  information  is  valuable,  since  people's  first 
question  seldom  answered  in  completeness,  the  first  question  establishes  an  area  of 
context,  around  which  significant  content  will  cluster  it  is  important  to  use  the  first 
question  results  to  expand  to  those  adjacent  areas. 

allowing  them  to  view  the  information  in  any  way  they  are  comfortable  is  important 

finding  in  the  most  efficient  manner  -  indexed,  searched,  or  whatever  way  reaches  the 
needed  answer  in  fastest,  cheapest  manner. 

fixed  prices;  not  metered  usage,  while  business  users  are  conditioned  to  paying  for 
information,  vast  majority  of  people  expect  to  not  pay  much,  extending  the  business 
user  habits  to  more  general  market  is  dangerous. 

new  information  sources  which  emerge  (and  they  will  at  an  increasing  rate)  should 
fold  into  the  total  information  resource  without  the  customer  having  to  do  much. 
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Fronii  Bdunnlfaol.oom 

To »  BreWBtergwalB . own 

Subject  I  Ipternot  Spemoh  atufi 

To  I  Birewater  Kahle 
From  I    Bill  Dmn 

BtewBtori    A  soraawhttt  datod  preBentatlon.    I  put  it  together  base^  on  Gordon 
Mooro'B  ooinmentB  and  tried  to  give  It  e  cont«nt/e»r\rj,oe  qentric  view  based  on 
holeSf  not  drills;    in  reviewing  It  l  could  etill  say  many  of  the  same 
thingfs,    Ho^e  title  helpp  you  give  gome  top  view, 

prom  1980  to  X990  tha  I'inanolal  pioturs  of  Dow  Jonea  has  ohangsd 
coneidiscabiy  by  tho  uti3,.i?;atio»i  of  eloctronio  fosmp  of  information. 

1980    -  circulation,  Advertlding.  Othex  pevenuo  —        $500  million. 
Blfptjtronic  revenue  —  ■ —  -  --  --  --  --  30  million. 

1909      -    Circulation,  Rdvextislng,  Other  revenue  —  $990  miiliori. 
ElQctronio  irevenae  -  w-  --  -^,--  695  million  < 

(with  Welerata) 

K.lectronic  rsvenne  ■   $200  million.  ( 

without  Telerate) 


While  there  was  a  doubling  of  revenue  for  the  "print"  publicatione  there  : 
a  iZ^told  increase  in  the  olectronlo  buelnesp  oonoidoxing  th«  Telerato 
purohasa  and  almost  7"£oid  inoreaB©  without  it. 

Over  40%  of  Dow  ifooes  revenua  comes  fxoni  eleclronlG  lorros  but  more  I 
iraportantly  60%  of  the  operating  inoorae, 

'mis  demoiiBtratee  that  a  company  oan  adjupt  to  the  changing  cuBtomar  1 
requirementg  and  teohnolocjioal  evolution  while  moating  its  financial  ! 
obligations.    It  answers  a  qtieetion  "Can  a  once-a-newopaper-company  prevail". 

A»i  assarance  is  gained  If  tho  company  can  view  itislf  as  an  information 
company  -  not  captured  by  a  »inglo  form  of  oonneetion  to  the  ouBtoraer, 

reader,  or  viewer.  i 

Gordon  Hoore,  of  Intel,  once  'termed  us  as  an  8th  level  company,  after 
heading  our  complaintB  that  the  technoide  always  viewed  us  as  aw  application; 
typically  a  future  one.    It  appeare  that  the  number  sev^n  ia  used  frequently 
in  oompiitero  whore  the  jEoandation  layer  may  bo  the  operating  system  and  the 
top  layer  the  applicationj  in  networks  such  as  the  Iso  model  with  the 
application  layer  being  tho  seventh,    Gordon  said  "wo  are  the  stuff  of  the 
mind"  and  are  above  the  technology  level.    He  wasn't  referring  to  a  ! 
superiority)  just  that  we  reot  on  the  topology  others  must  build  and  use.  He 
felt  the  discusBions  about  standards,  i.e.,    DOS  and  Onix  compatibility; 

presentation  language  ooropatibillby  etc.  were  neoeesary  evils  which  delayed  ' 
the  topology  formation,    dj,  as  a  provider  of  content,  could  not  oontrol  the 
developments,  and  probably  could  only  Influenoe  direation  to  a  small  degree. 
We  had  to  bo  satisfied  In  adapting  and  adopting  those  teehnologies  our 

customers  selected.  | 

In  data  brofldcasting  and  interaotiva  servioefs  we  have  to  bo  compatible  with 
many  oomputers,  applications,  networks,  and  search  preferences.    From  a 
content  psovidera  view  we  also  had  to  sit  on  top  of  var.iona  media  of  choice; 

I  „  JPl!l!MJ?,!i ..  Brewster@WAIS.COM  (Brewster^^^^K^    ^  1 
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content  pr.vlaer«  viewpoint  2Zl  Z  ZtTl'T'  '"^^^^^^^^  ^^^^o-  From  ; 
on  u«  to  agenda  of  Import^.t  bt,«"2  a>!i%."„  T'''^^*''' 

This  is  done  with  tha  W«1X  attest !    ?  new*  and  iM««8. 

(.n«  reason  why  John  Scu£L  1"    tha  Jln'M  '''""^  P«»>Uoation« 
Bl^ilaK  i,«.vlc.«  alerting  «LL"?claL  of  !      '  P^^^-"' 
•television.    In  th«  futor/  fa«  L«  ^f.  radio  ^.nd 

Extratiely  iinpottant  though  h»B  be^n  the  u!U«aahin„  ^ 
«llou.i„g  UB  to  eoongniioajy        ptontSl^  »!r^  technology 

data  prodvicts,    Efctensil-  of  ,,,  °«P«'=i"*-y  to  oresta  interactive 

to  ..oate  th.ir  o:r::i';"  :l  i7z  :  "'^  ::r'^^  ^^^^^^  ^^'-^  '^'^^^ 

fl^t.ir"''!^''  ""'''^^  ^''^^^^tl^n  company  i^  Btiii  «„c  needs 

o;::L^:iV".^"  ti„-/s;;/  r:;.r^:;:^  -  — 

dlHtrihHf»  T*l      "^^^"^-^^  nc.thing  to  Clone,  a  ewotterino  to 

i.e.  oohva^t  ASCII  oodo  to  readable  lettere  on  a  screen  or  ptinter;  «ort 
through  a  Btr^ian,  of  «crdB  looking  for  those  of  individual  i«t«r«»t  brin<, 
together  text,  sound,  and  vision  in  new  way«  of  information  preaehtation. 

The  value  of  tha  end  rssult  is  in  the  mind  of  the  o««tonier  and  oan  be  very 
high       very  lo*.    The  time  of  the  cu»tom«r  i«  extreixely  valuable  and  tho8» 
who  can  niak»  the  gr«at9Bt  Impiression  in  that  time  will  b©  leadar*.    We  f«el 
that  th«>  convergers©  of  text,  eound  and  vision  at  the  workstation,  p.q,, 
t.v.,  or  Whatever  will  provide  another  level  of  importanoe  to  the  ptooess  of 
informing,    rhe  technical  topology  iB  beginning  to  Sotm  for  content  suppUera 
to  at  least    begin  the  process.    Wo  believe  the  rate  of  change  will  continue 
to  be  high  and  bring  new  opportunitisEj  faster  than  is  oommonly  believed.  The 
individuals'  need  to  know  ig  a  vary  strong  force  in  promoting  this  prooeas. 


Martini  Some  things  from  the  paet  showing  tha  impact  of  information  creation 
and  soma  Important  findings  from  the  customers. 

>?'rom  the  book  information  anxiety  wa  are  adviued  that! 

"A  weekday's  edition  of  'i'he  Sew  York  Times  contains  mora  information 
than  the  average  person  was  likaly  to  coma  aoroes  in  a  lifetime  in 
eoventeenth-century  England. " 

Place  this  agalnat  »ome  current  repotted  volume. 
o     Mora  informatJ.on  has  baan  produced  in  last  30  years  than  in 

previous  5,000» 

o  1,000  books  published  internationally  every  day. 

o  Nuwber  of  newiBletterB  i 
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1984  -  0,300 
1986  -  14,300 
1,988  -  16,500 

(I'hin  doaen't  al„l.ow  tor  th«  iwpaot 
o  The  total  of        printet?  Knowledge 


of  facctlmile. ) 

doubles  every  otght  years. 


o     We  will  have  200  billion  oharocbore  on  line  by  yeer  o(i<l  and 

probably  one  trillion  ohar^etere  by  the  end  of  the  (Jac^de 

-  5,000  years  of  the  wall  Street  Journal. 

Peter  Druck»ri 

,  ,  .  "knoMiadge-based  Booiety"  itirormation  Ib  the  hey  resovtrge  and  building 
block  Cor  overy  type  of  organization.    Knowledge  workairB  will  take  their 
place,  the  ranks  <?f  middle  managero  will  thin,    worker*  will  be  more  mobile, 
and  executives  muBt  leafn  to  manage  large  numbete  ot  (specialized  workere  much 
as  a  oondBOtor  leads  an  oroheBtXftr" 


Wa  knew I 


o    infocmatiOD  is  growing  exponentially, 
O    BUBineBB  will  be  ir.oreasingly 
o    Companiee  are  restructuring  in  a 
changing  the  platform  for 


cjompetifclve  in  the  90 'a. 

lead  hiex^xehioal  manner  and 
intormation  ManageBient . 


we  believe  that  the  oonvorgenoe  of  these  three;  information  grovrth, 
competitive  buulneas  environment,  and  new  structures  will  plaoe  orophaeia  on 
and  rewat'd  the  most  eff.tnient  ihlorwation  uue  -  both  of  ourient  and 
hlatorioal  natuKs  and  of  Internal  and  external  source. 


Cotttomers  and  Valuei 


o  They  will  pay  more  to  thoae  who  do  not 
excose. 

o  Theis;  wllilngnegB  to  pay  inqreaBea  when 
interpjretatton  le  included, 

and  Information  1b  organisted  to  their  suiting. 

o  They  will  pay  more  whan  they  are  alerted 


waste  theic  time  with 


analysis  is  provided. 


to  algnifioant  event*. 


o  They  hold  in  higher  value  those  sorvioea 
they  «ee;  their  corporate  network,  their  worketation 

their  corporate  menu. 


whigh  tie  into  things 
or  pc, 


o  They  want  inf  orntation  packaged  to  meet 
o  They  value  ease  Qt  nee  of  which  there  is 
o  They  want  fixed  pricing,  unLtmited  usage 


specific  needs. 
Qurrently  little, 
and  sharing. 


Cuatontexs  and  Content j 

o  while  early  uaara  focoesed  on  finenoial  information  the  product 

people  whooe  job  is  to  market  and  sell  in  a  competitive 

climate  are  realizing  the  value  of  inarketing,  cenBus, 

paychographio ,  publics  relations  and  advertising 
information. 
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o  CuBtomera  want  more  global  Information  -  ooruoiratft,  flna,n<Ji«l. 

poiitioal,  and  statistical. 


o  custoinerB  want  legal  dsvulopraemts  and 
non-lagaleeze  fashion. 


o  CuakonwiTB  are  looK.in<j  forward  to  the  CnlX  t«xt 
when  the  fllSC  Byetem  arrives  in  the  90 'b. 


kron<jB  by  industry  in  a 

Of  oorporato  filtn^B 


o  CiviBtoKierB  are  now  asking  for  almost  everything  to  be  online  - 

certainly  in  the  90  ■«  woBt  Information  of  itieilt  will 

hav«  an  cmllno  cowppnent . 


Teclihologyt 

,  ,  tho  customer  dosun't  know  the  itoh,  they  want  the  scratch. 

.  .  we  all  under^Btimated  th«  elegance  of  the   customera  serving  thoKi 

teohnology  that  only  the  moBt  Btrong-willed        could  ^ise,  , 


.  ,  this  will  be  the  decade  when  tho 
they  want. 


ouatomajTB  finally  get  what 


Ctjstomers  wants i 


0  They  are  not  pleased  with  the  hard  to  use,  non-integrated  and  poorly 

organized  eervlcsB. 

o  Graphic  interfiacee  inoreaslngly  found  on  newer  co«iputer»  make  them 

happier  on    one  hand  but  the  glut  ot  files  leave  them  in  a  position  ot 

not  TeinBmbei;ing  where  they  put  things. 


o  network  Bervicea  In  real-time  -  not  dial- 
wanta . 


up  -  iB  olosejr  to  their 


o  Asking  queotionB  of  elogant  parallel  computers  1b  ©aaier  and  more 

huTOsn-  like  than  conducting  boolean  searches  driven  by 

traditional  pcooeBiioirB . 


y^'  c  Having  the  assintanoe  of  agents  to  find 
N.    spending  their  own  tlnne  and  elfairt. 


o  conanming  infioirmation  in  text.  Bound,  and 
diinenBton  to  understanding. 


information  is  better  than 


video  glvoB  a  fuller 


£ega];dB, 
Bill 
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Q^r::  MT^y^  ,pun/^>ck^  ^^^tjjfcu^. 
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